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RESUMEN

El presente estudio tuvo como objetivo determinar la relacion existente entre el Marketing
Relacional y la Calidad del servicio en la empresa ALICOGRAF S.A.C, del distrito de San
Juan de Lurigancho, utilizando las teorias de, Marketing Relacional de Reinares, P.; asi
mismo la calidad de servicio del autor Vargas, M & Aldana L; la metodologia que se
utilizé en la investigacion es de disefio descriptiva correlacional también se obtuvo como
poblacién a un total de 30 clientes (empresas), siendo asi se realizo la investigacion a
través del analisis de los datos recolectados mediante una encuesta, en el cual se utilizo el
paquete estadistico SPSS version 24, para el efectivo desarrollo de este trabajo, se
concluyd que entre el Marketing relacional y la Calidad de servicio si cuenta con una
relacional moderada y a la vez con un nivel de significancia de 0.001. Con la
determinacion de la relacion existente entre el Marketing Relacional y la Calidad de
servicio, se aumentd la fidelizaciéon de los clientes, y se implementd nuevas estrategias

competitivas para organizacion de la empresa.

Palabras claves: marketing publicitario, prestigio, estrategias competitivas.
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ABSTRACT

The purpose of this study was to determine the relationship between Relational Marketing
and Service Quality in the company ALICOGRAF S.A.C, from the district of San Juan de
Lurigancho, through the analysis of the data collected through a survey, in the which was
used the statistical package SPSS version 24, for the effective development of this work, it
was obtained from these valuable information and the problem was solved and the
established objectives of a start were reached.

The work has been divided into six chapters, trying to dose the contents, mentioning that
the first chapter which is introductory to this thesis, provides the problematic reality of the
research, the theories that are used, the objectives and hypotheses, followed by the The
second chapter presents the methodology of the research, the design, the population, the
sample that was obtained for the data collection and the methods for the analysis of this,
followed by chapter three, in which the results of the research are provided. to the other
chapters that are the culmination of the research that presented the discussion, conclusions
and recommendations that is provided as a contribution to the research.

With the determination of the existing relation between the Relationship Marketing and the
Quality of service, the loyalty of the clients was increased, and new competitive strategies
for the organization of the company were implemented.

Keywords: advertising marketing, prestige, competitive strategies.
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